The purpose of the present article is twofold. First, it provides additional theorizing to account for the process giving rise to the sleeper effect so as to improve predictions concerning the conditions under which we ought to expect its occurrence. Second, given the importance of understanding temporal consistency or change in immediate versus delayed judgments in the context of marketing decisions, it reports on two experiments conducted outside the lab, using a non-student sample and presenting ads of professional quality as stimuli. Both experiments were carried out with roughly ten-day intervals between immediate and delayed judgments.
The Effects of Elaborative Encoding on the Magnitude of the Sleeper Effect
The phenomenon investigated in this study involves a context in which a message (e.g., "Car X performs well because it is fully automated and controlled by a central computer") is paired with a discounting cue (e.g., "In contrast to the claim made by the company, the computer in car X is unreliable").' In such a case, a post-discounting judgment is posited to depend on two related factors. First, during the encoding of the message and the discounting cue two networks of associations are formed. One network is composed of associations between the message and other related knowledge. Similarly, the other network consists of associations between the discounting cue and existing knowledge (see Anderson 1985 for a general review of associative network models). These networks are illustrated in section 1 of Figure A by the nodes originating from message and discounting cue components and directed outwards (components, in this context, are items of information such as verbal arguments and pictures).
Second, the outcome judgments depend on the associations that are generated between the two networks, that is, the networks representing message and discounting cue. Such associations are formed because both the discounting cue and the message bear on the same phenomenon and both are in a close temporal proximity in their presentation (Weber 1972 troduction of a discounting cue, an immediate attitude change is suppressed. However, with the passage of time the message and the discounting cue become dissociated from one another, permitting an increased message influence. Consequently, the sleeper effect is observed. Thus, according to the dissociative cue hypothesis, the mechanism that promotes message influence stems primarily from the fact that the associations between the message and the discounting cue become looser with the passage of time. This process makes the discounting cue potentially irrelevant for the avocation and evaluation of the message in delayed judgments. This rationale has been recently complemented by an explanation that focuses on the balance in the availability of the message and discounting cue at the time the judgment is made. Hannah and Sternthal (1984) introduced the availability-valence hypothesis in accounting for the increased message influence that occurs over time. According to this mechanism, the outcome judgment reflects the balance of information considered at the time the judgment is made. The balance in information availability is conceptualized in relative rather than absolute terms. This is because memory capacity is limited and, according to the hypothesis, attitude change occurs when currently held information is supplanted by upcoming information. If over time, associations linked to the discounting cue become relatively less available than associations linked to message information, then the residual impact of the message 'See a detailed discussion about various operational definitions of discounting cues in the General Discussion section. is expected to enhance persuasion. Consequently, a sleeper effect is observed.
In view of the associative networks that are generated within and between the message and discounting cue as just illustrated, the two explanations appear to focus on the same cognitive mechanism from different angles. While the dissociative cue hypothesis focuses on the function of the message in retrieving the discounting cue (i.e., the "between network" associations), the availability-valence hypothesis dwells more on the capacity and memory structure of each of the two associative networks (i.e., the "within network" associations) that influence the relative availability of the schemata in judgment formation. Accordingly, the magnitude of the sleeper effect can only be satisfactorily conceptualized if these two types of associations are considered.
The relative availability of message and discounting cue knowledge largely depends on the processing that each of the two information cues undergoes during encoding. Consider, for example, a situation in which an ad advocating the purchase of a car is presented and the reader is induced to imagine herself driving that car. Under such a condition, the "self' structure (see Markus 1987 Conversely, if message information had not been extensively elaborated upon during encoding (non-elaborative encoding condition, hereafter), message components may be encoded within multiple knowledge structures with fewer associations among them. While message components under non-elaborative encoding conditions might be linked to each other to some extent, as they all bear on the same product, the outcome network of associations is likely to be far less elaborated than that obtained following encoding under the "self' schema. This is-because the self serves as a much richer encoding context (e.g., Rogers 1977; Rogers, Kuiper, and Kirker 1977). Thus, the difference between elaborative and non-elaborative encoding conditions is reflected by the number of associations generated during information encoding both among message components and between them and other related knowledge.
Consider the impact of a discounting cue when it follows elaborative encoding of the message relative to when it follows non-elaborative encoding. In the case of elaborative encoding (section 2 of Figure A) , a discounting cue is more likely to appeal to the interpretation of the holistic representation of the message than to its components (Fiske and Dyer 1985) . The likely outcome of this scenario is two distinguishable structures-one representing message-related knowledge and the other representing discounting cue knowledge. On the other hand, in the case of non-elaborative encoding, the representations of the message and discounting cue may not be as dichotomized as they are in the elaborative encoding condition because the message has not been integrated and unitized. Therefore, each of its components may be available separately (section 1 of Figure A) .
This difference in encoding of the message and the discounting cue information may not be reflected in immediate judgments in face of highly available discounting cue knowledge. Associations to the discounting cue in immediate judgments are highly available by virtue of their recency of processing (Hannah and Sternthal 1984) . Consequently, the discounting cue information is likely to suppress the impact of message knowledge (Wyer and Unverzagt 1985) under both conditions.
In delayed attitude judgments, however, discounting cue information is no longer recent in making judgments, and the differences in memory following elaborative and non-elaborative encoding conditions become more pronounced. Following elaborative encoding, message knowledge is highly available while discounting cue information becomes relatively less available or even tends to be forgotten (Festinger 1957 Changes in source-related judgments that take place over time may facilitate the sleeper effect either in conjunction with or as an alternative to product-related beliefs. Unfortunately, the studies reported to date have neglected the relative impact of product-related beliefs and source credibility on changes in product evaluation that occur over time. The present study measures changes in product beliefs and in the credibility of message versus discounting cue communicators and tests the extent to which they covary with the sleeper effect.
Although message information is typically provided by companies interested in promoting their sales, discounting cues are communicated by neutral sources that seek to protect the consumer's best interests (e.g., the FTC). Accordingly, the credibility of message communicators may be more vulnerable to changes than is that of the discounting cue communicators. The lack of expected variation in the credibility of the discounting cue provider makes it less likely that this measure will mediate the sleeper effect. Consequently, it was hypothesized that the credibility of message provider is studies, elaborative encoding has been shown to impede the impact of a discounting appeal (e.g., Anderson et al. 1980; Ross et al. 1977; Schul and Burnstein 1985) . In another study (Schul and Mazursky 1985) an a priori prediction has been conceptualized and tested showing that if the discounting cue instructs subjects to ignore a message argument because it had not been proven to be true (and, thus, leaving the truth value of the challenged argument ambiguous), elaborative encoding is likely to inhibit discounting. However, if the discounting cue provides information that is directly opposed to the challenged argument, elaborative encoding may facilitate discounting. As will be demonstrated in the study, the latter type of cue has been applied and tested in this study. Note that both types of discounting cues are relevant in marketing practice (see Wilkie et al. 1984 for examples). more likely than that of the discounting cue communicator to covary with temporal changes in product judgments.
EXPERIMENT 1
Experiment 1 examines the effects of elaborative (vs. non-elaborative) encoding on the magnitude of change that occurs in attitudinal judgments between immediate and delayed measurements. We hypothesized that the sleeper effect will be more pronounced in the elaborative encoding conditon. Operationally, a test was carried out by contrasting an attitudinal measure of two groups of respondents whose message encoding conditions differed. One group received the message and was induced to elaborate on it, and the other was not induced to elaborate on message information during encoding.
The experiment involved exposing consumers to an ad for a new car. The elaborative encoding manipulation was carried out by asking respondents to imagine themselves driving that car. To further induce elaborative encoding, participants were asked to write down their thoughts on the ways in which a new computer installed in the car eases the driving task. (Information about the computer had been the theme of the ad and was later the target of the discounting cue.) The focal dependent variable in the analysis was an attitudinal measure. Product belief and source credibility measures were also assessed as possible mediators of the sleeper effect. Finally, recall protocols were analyzed to test the validity of the posited paradigm with respect to the availability of pro-message versus pro-discounting cue information in making judgments.
Method
Subjects. Ninety-six adults participated in Experiment 1. All were residents of two neighborhoods in a city with a population of approximately 300,000 people. They were approached in their homes and were paid for their participation. Due to the nature of the study, which entailed a 10-day interval between visits, an attempt was made to minimize the opportunity for wordof-mouth communication among participants. To this end, only one person in a household was interviewed. Furthermore, in no case were two neighbors residing in adjacent apartments interviewed. The instruction given to the interviewers was to call every fourth apartment (or house) in that neighborhood. About 82 percent of the participants reported that they drive cars on a regular basis. About the same number of males and females participated.
Design. Experiment 1 consisted of four betweensubjects conditions. The conditions were created by crossing an encoding manipulation (elaborative vs. nonelaborative encoding) with the time of attitude measurement (immediate vs. delayed measurement).
Procedure
The study was presented as a "consumer response survey" to an ad for a new (in fact, fictitious) car. All respondents were first exposed to an ad advocating the purchase of the car. Next, the elaborative encoding manipulation was delivered to respondents in the elaborative encoding conditions. Immediately afterwards, a page containing a discounting cue in the form of a written message attributed to a well-known car-testing agency was shown to the participants. A set of four filler questions (e.g., "How often do you drive?" "When did you receive your driver's license?") was then delivered.
The respondents in the delayed measurement conditions completed their first session upon filling out the set of filler questions. These respondents were not forewarned about a possible revisit in the future. Respondents in the immediate measurement condition were handed at this point the experimental questionnaire consisting of a series of dependent measures (to be discussed in the next sections). Finally, they were asked to recall the information presented in the original ad. Upon completing the questionnaire, they were debriefed.
About 10 days later,3 the interviewers revisited the respondents assigned to the delayed measurement conditions. They administered a questionnaire to the respondents that contained the same question and recall measurement used in the immediate measurement conditions. The Ad and Discounting Cue. The ad consisted of five color pictures, all pertaining to details of the car's interior (e.g., back seats, front seats) and a verbal message. The message advocated the purchase of the car by listing its advantages on five key attributes. The first claim presented the car as being fully controlled by a newly introduced computer. This computer was said to. control all the mechanical systems, including gasoline consumption and automatic door-locking systems, and to operate as an information center forewarning about any possible failure. The second and third claims pertained to low gas consumption and convenient payment terms. Fourth, it was claimed that the car was very spacious, seating five adults comfortably. Fifth, the seats were said to be adjustable by an electronic switch. The message was headed by the car's (fictitious) name and the logo, "The Car that Thinks with You." The ad, which was of professional quality, was prepared by an advertising agency.
The claim about the superiority of the car's computerized systems was then discredited by the discounting cue. It was attributed to an official car testing agency that was said to have reacted in response to the published message. It stated that the computer of the new (imported) car has never been tested by any independent agency. If it malfunctions, according to the statement, it may cause a complete failure in all the car's systems. Furthermore, the message contended that since the car ''was introduced just recently,'' expert service and computer parts are scarce.
Dependent Measures. The questionnaire assessed four measures. The first measure consisted of the averaged value of attitude toward the car (with a scale ranging from "very good" to "not good at all") and attitude toward purchasing the car ("If you were able to afford it, would you be willing to purchase the car?" ranging from "certainly yes" to "certainly not").4 The second measure inquired about respondents' beliefs regarding the new computer along two dimensions ("Does the computer contribute to the car's value?" and "To what extent can the computer contribute to the car's performance?"). The third measure consisted of a question pertaining to the credibility of the message source. The fourth and final measure pertained to the credibility of the discounting cue communicator. All questions were rated on nine-point scales.
Results
A two-way ANOVA with type of encoding (elaborative vs. non-elaborative) and time of measurement (immediate vs. delayed) as between-subjects factors was performed on the attitude measure. The means of this contrast are displayed in Table 1 and section 1 of Figure  B . We hypothesized that the sleeper effect would be more pronounced in the elaborative encoding condition. This hypothesis was tested statistically by the interaction effect. This effect is, in fact, significant (F( 1,92) = 4.0, p < 0.05). Simple effects analysis revealed that following elaborative encoding, delayed attitudes were significantly more positive than immediate attitudes (mean index increased by 1. 10, F( 1,92 = 3.9), p < 0.05). However, there was only a weak and nonsignificant dif3Delay intervals ranged between seven and 11 days. About 80 percent of the respondents were revisited after 10 days. In previous studies, the timing of delayed posttests ranged between one and seven weeks (see, for example, a review by Cook et al. 1979) . A close look at these studies reveals no clear relationship between length of measurement interval and the rate of dissociation. Since in Experiment 2 we used a vacation trip as a stimulus, it was imperative that the weather conditions throughout the process of data collection would be reasonably stable. Only then could a spontaneous change in attitudes between immediate and delayed posttests have been interpreted as the sleeper effect. A 10-day interval was therefore selected to minimize the chance of major changes in weather conditions that could affect judgments. Table 1 .
Although both covariates seem to follow a pattern in judgments similar to the attitudinal measure, they differ in the extent to which they covary with the sleeper effect. When we controlled for the computer belief, none of the effects obtained in the original analysis was removed. Particularly, the interaction effect remained significant (F(1,93) = 4.14, p < 0.05). On the other hand, when we controlled for the credibility of the message communicator, both the interaction effect (F(1,90) Recall. Respondents were asked to recall the original message after completing the questionnaire. Two types of data were of interest. First, the recall of the computerrelated claims could serve as a manipulation check for the elaborative encoding manipulation. We expected that extensive elaboration of message information would increase the availability of message information. Such increased availability should be manifested in better recall of computer information in the elaborative than in the non-elaborative condition.
To test this hypothesis, we scored the recall of the four items that were relevant to the car's computer (i.e., controlled mechanical systems, gas consumption, handling the car's doors, and information center) according to a gist criterion. Section b of Table 1 displays Second, and perhaps more interesting in terms of assessing the knowledge availability paradigm, was the test of the contention that elaborative encoding increases the availability of message information relative to that of the discounting cue over time. We expected that in delayed judgments, the recall of message information, relative to that of the discounting cue, would be larger in the elaborative than in the non-elaborative encoding condition. In immediate judgments, on the other hand, these differences were not expected to be as pronounced because the discounting cue information is posited to be equally available in both conditions.
To address this hypothesis we constructed an index that directly contrasted the availability of the message and that of the discounting cue. To introduce this measure, let us denote the proportion of recalled computer items (from the message) as Rm and the proportion of intruded recall (that is, the "recall" of discounting cue information when respondents were actually asked to recall message information) as Rd.. The measure of the relative availability ratio (RAR) was accordingly defined as:
The mean values of this measure are shown in section b of Table 1 . As expected, a comparison of the measure's values between the two encoding conditions in the immediate judgments was not significant (F( i,92) = 2.00, p > 0.15). A similar comparison within the delayed judgments revealed a higher relative recall of message information in elaborative encoding than in non-elaborative encoding (F( 1,92) = 9.7, p < 0.01). This finding supports the contention that elaborative encoding increases the availability of message information and induces its dissociation from discounting cue information with the passage of time.5
A FOLLOW-UP EXPERIMENT
Although the difference obtained between the two encoding conditions in "immediate" judgments was not significant, it may be argued that the sleeper effect obtained in the elaborative encoding condition was facilitated because the discounting cue was effective under the elaborative encoding condition but not under the non-elaborative encoding condition. If so, under the non-elaborative encoding condition there may have been no initial suppression that could be decayed over time. Such a possibility precludes our earlier interpretation about the interaction between type of encoding and the time of measurement. The first purpose of the follow-up experiment was to show that there is a significant difference between the non-elaborative group and a group of subjects exposed to the message without elaboration and with no discounting cue (i.e., a "message only" group) within immediate judgment conditions. Such a difference would suggest that the discounting cue was effective in the non-elaborative encoding conditions.
The follow-up experiment had an additional purpose. According to Cook et al. (1979) , two theoretical conditions are necessary for the sleeper effect. First, the message and discounting cue must become dissociated before delayed measurement. According to this condition, the sleeper effect had been observed in Experiment 1 in the elaborative encoding groups. Second, delayed judgments in "message only" groups (i.e., a condition in which a discounting cue was omitted) "must show more change than is obtained in the discounting cue group immediately after the message" (Cook et al. 1979, p. 670). The latter condition is necessary because the difference between immediate non-elaborative and delayed "message only" judgments sets the maximum size of the effect that can be obtained. If, for example, delayed judgments of a message-only group were equal to those obtained in immediate judgments of the nonelaborative group, there would have been no potential to show a sleeper effect. Thus, the smaller the decay in the message-only condition over time, the greater the potential for the sleeper effect to be observed. Therefore, the follow-up experiment sought to show that there was a sufficient difference between the immediate non-elaborative condition and the delayed message-only condition, making it possible for a sleeper effect to occur under the non-elaborative conditions. (Note that Experiment 1 suggests that the sleeper effect was not observed under this condition.)
To this end, three additional groups of participants 'The recall indices were based on computer-related claims rather than on recall of all message claims. This was done because the elaboration was relevant mainly to the computer (i.e., "Write down your thoughts regarding the ways in which the computer eases the driving task."). As such, a strong test of the effect of elaborative encoding involved computer-related claims. Although elaborative encoding might have also influenced peripheral claims (e.g., convenient payment terms), this effect was assumed to be small.
(drawn from the same population as in Experiment 1) were examined. One group was assigned to the immediate non-elaborative condition of Experiment 1. These participants provided an estimate for the similarity between the original and the follow-up experiment subjects and served as a baseline for the other conditions. The other two groups were assigned to non-elaborative message-only conditions whereby they were exposed to the message but not to a discounting cue. These participants were assigned to immediate and delayed conditions with the same delay interval as in Experi- 
Undermining the Cause of the Sleeper Effect
Experiment 1 postulated that the sleeper effect phenomenon occurs primarily because the discounting cue information is highly available in immediate judgments but gradually becomes unavailable in delayed judgments. Accordingly (and consistent with the traditional measurement approach), the availability of the discounting cue information was postulated to be mediated by time manipulation.
Experiment 2, which is discussed next, manipulated the availability of the discounting cue differently. Under one condition, subjects were induced to elaborate on message information before they received the discounting cue (i.e., the elaborative encoding condition in Experiment 1). Under another condition, subjects were induced to elaborate on message information after they received the discounting cue. We will term the former pre-discounting elaboration and the latter, post-discounting elaboration. We hypothesized that the effect of the discounting cue on judgments will be stronger when elaboration precedes rather than follows the delivery of the discounting cue. This was expected to occur because under the post-discounting elaborative encoding condition, the favorable information related to the message is likely to immediately supplant the unfavorable information associated with the discounting cue. This was hypothesized to lead to a pronounced discrepancy between the two encoding conditions in immediate judgments. Furthermore, the difference between the two encoding conditions ought to be attenuated over time as the availability of the discounting cue decays only under the pre-discounting condition. Under the post-discounting condition, the availability of the discounting cue information relative to that of message information was not expected to change significantly. 
Design and Procedure
The design of Experiment 2 involved crossing the timing of elaborative encoding (pre-discounting vs.
post-discounting) with the time of attitude measurements (immediate vs. delayed measurement).6
The procedure of Experiment 2 was similar to that of Experiment 1 with one exception: the product, which was used as a stimulus, involved a vacation trip to an island. Although virtually all respondents indicated that the name of the island sounded familiar, less than one percent of the sampled population had actually gone there for a vacation. Furthermore, less than 20 percent of the respondents could indicate its precise location.
The-Ad and Discounting Cue. The ad consisted of a color picture, showing a couple walking along the shore on a sunny day, and a verbal message. The message, attributed to a (fictitious) vacation club, listed eight claims, all of which centered on the stability of the climate that prevails in the islands' region (e.g., "travel to the islands where the summer never ends," "the temperature is steady throughout the day and night," "you can have breakfast, lunch, or dinner on one of the three outdoor restaurants which are placed on the beach").
The discounting cue that immediately followed the message was attributed to a (fictitious) travel agency. It stated that the policy of the travel agency is to maintain high standards and satisfaction among its customers. The travel agency stated that the information provided by the club was inaccurate. Namely, the islands are not sunny year-round according to travelers who complaind about the thunderstorms and heavy rain that fell during their vacation. Dependent Measures. Similar to Experiment 1, the questionnaire was designed to obtain four key measures. First, the attitudinal measure consisted of two items (r = 0.59, p < 0.001) pertaining to the expected enjoyment from a vacation in the islands ("To what extent do you think that a vacation in the islands is enjoyable?") and the cash value of such a vacation (i.e., respondents were informed that an eight-day vacation in England cost about $600 and were subsequently asked to express the worth of an eight-day vacation in the islands according to this referent). Second, a measure of the belief about the islands being sunny throughout the year was assessed ("To what extent do you believe that the sun is shining in the islands throughout the year?" and "To what extent do you believe that there are no rainy days in the islands?"). Finally, two questions were included pertaining to the credibility of each of the two information sources.
Results
The contrast of interest involved the time of elaboration on the message (pre-discounting vs. post-discounting) X time of measurement (immediate vs. delayed). Both factors were manipulated between respondents. A two-way between-subjects ANOVA was performed on the attitudinal measure. Means of the dependent measures for the four groups are depicted in section 2 of Figure B and Table 2 .
The hypothesis stated earlier is confirmed if two conditions are met. First, the initial attitude level under the pre-discounting elaborative encoding condition should be lower than under the post-discounting condition. Second, attitude change that takes place over time should be more pronounced under the pre-discounting condition than under the post-discounting condition.
To test the first condition, a simple effects analysis was performed within the immediate judgments. It revealed significant differences between the two encoding conditions (F( 1,116) = 11.6, p < 0.01). A similar comparison conducted within the delayed posttests showed no differences (F( 1,116) < 1). Concerning the second condition, the two-way interaction effect tended to be significant (F( 1,116) = 3.59, p < 0.06). Furthermore, the analysis of the simple effects revealed that the sleeper effect was observed only in the pre-discounting elaborative encoding condition (F(1,116) = 9.6, p < 0.01) but not in its post-discounting counterpart (F(I ,116) < 1).
We subsequently tested the proposition raised in Experiment 1 regarding the covariation of changes in product belief and the credibility of the source with changes in attitudinal judgments. The correlational analysis revealed a pattern of correlations similar to that of Experiment 1 between the attitudinal measure and the three relevant factors (i.e., the belief about the target claim, the credibility of the message source, and the credibility of the discounting cue communicator). Specifically, the attitude measure was significantly correlated with the belief measure and with the credibility of the message source measure (r (120) = 0.28, p < 0.01 and r (120) = 0.21, p < 0.01 for the two correlations, respectively) but failed to reach significance when correlated with the measure of the discounting cue source credibility (r (120) = 0.08, p > 0.15).
The analysis of covariance that we subsequently conducted with the belief measure as a covariate did not remove either the main effect due to time of measurement (i.e., the sleeper effect, F( 1,115 = 4.38, p < 0.05), or the interaction effect, F( 1,115) = 4.25, p < 0.05). In addition, controlling for the change in the credibility of the message source hardly weakened the main effect due to the sleeper effect (F(1,115) 
GENERAL DISCUSSION
This study was designed to test the impact of information encoding on temporal changes in product attitudes. The sleeper effect, which is manifested by increased message effectiveness over time, was observed in two replications when participants were induced to encode the message elaboratively. Under this condition, consumers were guided to imagine themselves consuming the advertised products while viewing the ads. The sleeper effect was not observed, however, either when consumers were not induced to elaborate on and integrate message information or when the request to imagine themselves using the products was delivered after the discounting cue was conveyed. According to the paradigm described earlier, the sleeper effect is enhanced if two related conditions are met. First, both message and discounting cue are available in immediate judgments. Second, the message becomes more available relative to the discounting cue in delayed judgments. Under pre-discounting elaborative encoding these conditions are met and the sleeper effect was observed in both Experiments. The sleeper effect was not observed either when there was an initial imbalance in the availability of the message and the discounting cue (Experiment 2), or when the message information was not sufficiently elaborated upon to enable an increase in its availability over time relative to the discounting cue (Experiment 1).
The application of the discounting paradigm in the context of a marketing-oriented context is characterized by the fact that the discounting cue is attributed to an external source (e.g., the FTC) and not to an unknown source (e.g., "a note to the reader" in Gruder et al. 1978) . A study of a marketing-related issue entails in most cases an experimental procedure that accommodates the requirement that the discounting cue and the challenged argument be conveyed by two distinct sources. Thus, it may be argued that the simulation of such reality, as operationalized in the present setting, involved the contrast between two conflicting messages that differed only in the order of presentation. Whether or not the studies ought to be interpreted as merely contrasting two conflicting messages or representing a message-discounting cue relationship needs to be analyzed in view of the definition of a discounting cue. According to Gruder et al., discounting "refers to the suppression of (the) initial attitude change, and it occurs when the message conclusion is paired with information that causes subjects not to accept the message conclusion to the extent they would if they received the message alone" (1978, p. 1062).7 7Note that the definition pertains to respondents' acceptance of message conclusion and not to the focus of the discounting cue's attack. Previous studies differ in the scope of message information being attacked by the discounting cue. Several issues suggest that the current operationalization ought to be interpreted and studied within the discounting paradigm. First, the cue was effective in both cases (in immediate judgments, of course). Second, although the original message was bearing solely on the product, the discounting cue provided a direct reference to the message communicator as well as to the product. In that respect the sphere of the discounting cue's meaning included both product information and information bearing on the credibility of the message provider (e.g., "the information provided by the club was inaccurate," in Experiment 2). In contrast to the dual function of the discounting cue, the original message pertained only to the product.
Third, note that discounting instructions may vary in their strength and explicitness. Let us illustrate this with an example. A jury may be instructed to ignore a previous testimony because it is inadmissible (yet, perhaps true). Alternatively, they may be instructed to discount the testimony because the source is unreliable (thereby discrediting the validity of the testimony; see Hannah and Sternthal 1984 for a low credibility source as a discounting cue). Finally, a discounting cue may be intended to detract from the worth of the testimony (e.g., because the information or the conclusion that is inferred from this information is inaccurate and false; see Gruder et al. 1978) . Notwithstanding, in all three cases the original testimony is to be discounted, and all three cases comply with the definition of discounting. In the present study, we utilized the strong version of a discounting appeal, namely, one that detracts from the worth of the persuasive message.
Caution is necessary in producing messages that induce elaborative encoding. As noted by Kisielius and Sternthal (1984) , advertisers may gain by adopting the use of cognitive elaboration as a strategy so long as the elaboration of message information is favorable to the message advocacy. Adopting the use of elaborative encoding as a strategy may not be worthwhile if the advertisement fails to evoke a process of generating associative links among message components and between message components and information stored in memory. It is also likely to lose effectiveness if the information retrieved from memory is not favorable to the object of advocacy.
The existence of the sleeper effect has important implications for marketing decisions. Its detection stresses the need for considering timing of attitude measurement as a relevant factor in predicting purchase and choice decisions. Specifically, predictions of purchase behavior may be obscured because of temporal changes in consumer judgments and not as a result of intervention of external factors. In other words, because spontaneous change in judgments may occur over time, correlations between attitudes and overt behavior may vary solely as a function of the timing of attitude measurement. According to the sleeper effect paradigm, attitudinal judgments that are obtained immediately after the delivery of a discounting cue are likely to yield poor predictions of purchase decisions if product judgments do not persist over time.
In this study, a test of the covariation of the message credibility judgment with that of attitude was significant in Experiment 1 but not in Experiment 2. One explanation that may account for this inconsistency relates to the differences in the source information available at the time the elaboration task was delivered. In Experiment 1 the only source available during the administration of the elaboration task was that of the message communicator and, thus, it might have served as an encoding context for the elaboration and as a covariate of attitude change. In contrast, in Experiment 2, the encoding context included both the message and the discounting cue sources (in one condition) and the subset of the message. The present operationalization of the discounting cue was similar in this respect to the latter studies. message communicator information alone (in the second condition), making it less likely that the covariation process would be attributable to a single identifiable source.
Finally, an important issue concerning the test of mediation deserves mention here. The analysis of covariance procedure only suggests the possibility of mediation but it does not completely eliminate alternative causal paths. It seems, therefore, that more research is needed to pursue the mediation of the judgment process so as to improve the understanding of the sleeper effect. 
